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how many of you are doing everything you
0‘ can do to engage customers, drive revenue
and build loyalty for your brand?
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Example 1: RGA Benchmarking Summary

A€ LISTRAK.

Program _ Revenue Opportunity
PROMOTIONAL EMAIL CAMPAIGNS * % ) 6 6. 6 © .9 $ 8 $
ABANDONMENT CAMPAIGNS * v . 0.0.0.6.¢ $ $ $
POST-PURCHASE & BOUNCE-BACK CAMPAIGNS ) ¢ ) 0 6 & © ¢ $ 8 $
PREDICTIVE PRODUCT RECOMMENDATIONS ). © ¢ ¥ % Yk $ $
PROMOTIONAL SMS CAMPAIGNS ) ® ¢ $ $
IDENTIFICATION & ACQUISITION ) & & Y % X $ 8
TARGETED PRODUCT ALERTS ) 6.0 ¢ $ 8
TRANSACTIONAL CAMPAIGNS ) & ¢ ) ® © ¢ $ 8
WELCOME & NURTURING CAMPAIGNS * ). 0.0.6 ¢ $ $
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Extremely Consistent Results Across Retailers
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why are smart people missing key
opportunities for engagement/revenue?



Who could help us validate and
understand this phenomenon?

FORRESTER



Respondent Demographics - Retailers

21% CAN =35

St

Respondent level

100% in retail

57%

S,
I~ 41% 79% US
‘ ‘ I T -1 - 1
C-level Vice president Director
executive
Engagement channels Company revenue
43%
32%
Online
only
4]
m*@ s 8% 5oy 6% 4%,
P m =
68% $100M $200M $300M $400M $500M $1B to

to to to to to$%1B $5B
$199M $299M $399M $499M

Base: 200 marketing and eCommerce decision-makers working at retailers in the US and Canada
Source: A commissioned study conducted by Forrester Consulting on behalf of Listrak, November 2018
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And while

Q2-How strongly do you agree with the following statement:

94% Of th e "My company embodies customer obsession."
retailers we
surveyed
believe tf . .
0
company 94% of retailers believe they

“ambodi¢ €mbody “customer obsession”

customel
obsession ...

Base: 200 marketing and eCommerce decision-makers working at retailers in the US and Canada
Source: A commissioned study conducted by Forrester Consulting on behalf of Listrak, November 2018
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Overall, efforts
of retailers
toward

customer
obsession have
resulted In

Q3-To what extent do you agree your company has experienced
the following because of your pursuit of customer obsession?

m Completely agree

Greater efficiency
Better innovation 58%

Improved customer satisfaction scores 49%

!||!

Product improvement

efficiency and
innovation — Feras
but revenue
gains lag

© 2018 FORRESTER. REPRODUCTION PROHIBITED.

Revenue growth

Base: 200 marketing and eCommerce decision-makers working at retailers in the US and Canada
Source: A commissioned study conducted by Forrester Consulting on behalf of Listrak, November 2018
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Improving business outcomes sits
remarkably low in importance...

Q17- How important are the following criteria when considering investing in a marketing technology?
(Percent rated “Very important”)

Very important

Scalability 43%
Training and support 35%
Seamless i g ' .
Ability to improve business outcomes 22%
Ov

Seamless and easy integration with third-party applications/partners 16%

Data management offering 16%

Ability to provide a 360-degree view of the customer 14%
Provider seen as a strategic partner 11%

Base: 200 marketing and eCommerce decision-makers working at retailers in the US and Canada
Source: A commissioned study conducted by Forrester Consulting on behalf of Listrak, November 2018

© 2018 FORRESTER. REPRODUCTION PROHIBITED.




Is It Easy to Link Features to Resu

|lts?

Q15-As a marketer in your industry, to what extent do you believe you and your peers find it easy or

difficult to tie features and functionality to busines

82%

15%

0% 1%

It's very difficult It's somewhat difficult It's neither difficult nor easy It's somewhat easy

Base: 200 marketing and eCommerce decision-makers working at retailers in the US _

Source: A commissioned study conducted by Forrester Consulting on behalf of Listrak, November 2018

© 2018 FORRESTER. REPRODUCTION PROHIBITED.

S outcomes?
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could it be harder to translate
features into results than we think?



could it be that...

maybe...

BEST PRACTICE
DEPLOYMENT maybe...

REALLY MATTERS... CONTINUOUS
OPTIMIZATION IS
ESSENTIAL...

maybe...
ALL FEATURES

AREN’T CREATED
EQUAL...
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LEVEL1

Basic Email
Email Only
Basic Acquisition
Limited or No Segmentation

No Personalization

A

Y

LEVEL 2

Personalization
Advanced Segmentation
Intelligent Triggers
Abandonment Campaigns
Multi-Channel

Typical Client Maturity Model

()

LEVEL 3

Artificial Intelligence

Predictive Recommendations

Predictive Content
Propensity Models

Machine Learning

sill

LEVEL 4

Advanced Analytics
Predictive Analytics
Data Visualization
Data Exploration

Advanced Modeling

A€ LISTRAK.
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Industry-Leading Net Promoter Score

80

63 Apple 64 Nordstrom 70 Vanguard 73 USAA 75 Ritz Carlton 80 Listrak



Next-Level Must-Have: Predictive Analytics
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Labradoodle or Fried Chicken
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Apple or Barn Owl?
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Chihuahua or Blueberry Muffin?




Real-Life Predictive Analytics Face-Off

* W u * . Team Name:

FREE SHIPPING
10% OFF EVERYTHING

M E M B E R Selection Method:

SO MANY REASONS TO
JOIN GROMMET PERKS...
INCLUDING A NEW LOWER PRICE

baianbe s io o dvob oo i ae e Selection Criteria:

_——

@

TREE CROUND SHIPPING, NO MINIMUM®

(e whateres and whemmer vow e and e dbiapng b vr o

e Segment Size:

10% OFF ALL FRODUCTS

Fon sow wrem pwhion e dhesyl with bt premnn ol sim

©

SKIP THE LINE WHEN YOU NEED HELP
oncasr

e eaTe S and 1oy gt e P o S B

-—

Wikh Perks, You'll Save On These Tervifc Findh Results:

Filters

People in room

3+ order count
$200+ spend
<30 days email click

<7 days email open

12% of total list

Status quo (lacking)

A€ LISTRAK.
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Jse predictive analytics
for groups that you might
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SUBSCRIBED

Most Likely to Purchase

A€ LISTRAK.
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SUBSCRIBED

Most Likely to Purchase

UNSUBSCRIBED

Most Likely to Purchase
ADDITIONAL 19%

A

Facebook Custom Audiences,
Google Customer Match

Display Advertising
On-Boarding

SMS, App Push, Desktop Push,
Facebook Messenger

A€ LISTRAK.
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SUBSCRIBED

Most Likely to Purchase

UNSUBSCRIBED

Most Likely to Purchase
ADDITIONAL 19%

A

Facebook Custom Audiences,
Google Customer Match

Display Advertising
On-Boarding

SMS, App Push, Desktop Push,
Facebook Messenger

A€ LISTRAK.

NEVER SUBSCRIBED

Most Likely to Purchase
ADDITIONAL 9%

A

Curated Multi-Wave
Email Welcome Series

31



Other Predictive Ideas to Test...

Decrease frequency to those less likely to buy (1X or 2X weekly)
Increase frequency to those more likely to open and buy (1X or 2X daily)
Consider additional daily campaign to those likely to open and likely to buy

Target likely to open and not mailed recently (small but mighty!)

A€ LISTRAK.
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Next-Level Must-Have: Tap-to-Join
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We've got a problem...



Email Acquisition Rates Are Stagnating...

overuse of pop-ups as a primary
/ means of email acquisition...

massive shift from desktop

/ to mobile traffic...

Google “head fake” penalizes SERPS

/ of pop-ups on mobile devices...

mobile pop-ups become
small and ineffective...

/

35
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“People don’t like to type their email address on mobile devices”

...50 maybe consumers don’t like to type in mobile Safari or Chrome...

BUT WE LOVE to type like crazy in our messages apps...right?

36
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Introducing Tap-to-Join
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Tap-to-Join Results

- 2x-4x higher engagement rates than email pop-up
5 PRO SHOP |

collecting 2x-4x more SMS numbers than traditional pop-up
10% OFF

When you sign up for texts

from Dallas Cowboys Pro Shop 60% - 90% consumers give their email address

) net increase in email acquisition while building SMS list




Unparalleled Message Engagement

i - A

9:24 Va4 oub50
98% & 0760M % Q& 8

922 AM

Open Rate Conversion Rate
JOIN

Now + SMS

Cowboys: Touchdown! REPLY with
your email for 10% off. Msq freq
varies. Text STOP to stop, HELP for
help. Msg&data rates may apply.

Now

mvolimer@listrak.com

Now + SMS

. Cowboys: Use 'FORYOU' at
Click-Through Rate s A plfcL e Revenue per Message
http://itrk.co/s/582DJNNS4




Lots of companies sell marketing clouds...
Listrak delivers results.

Email | Marketing Automation | CRM | Predictive Analytics | SMS

A€ LISTRAK.



Thank You!

7 LISTRAK.

Ross Kramer
ross.kramer@listrak.com

= CATALOG &

717-625-7843
~ INTEGRATED
MARKETING SUMMIT




